2



[bookmark: _GoBack]Global Marketing Strategy of Assignment 1 
Tomos Watkin Brewery International Marketing Strategy
Student name：HaiYang Fang
Student ID: 1800167
Date: 27/02/2019








[bookmark: _Toc2235981]Executive Summary
The purpose of this report is to identify countries and establish market entry methods that can help Tomos Watkin Brewery company to exploit growth and sustainability opportunities in these countries. Global marketing is the process in which companies adjust their marketing strategies to adapt to market conditions and environment of other countries. Brewery companies are very competitive in the business environment. There are many global markets that Tomos Watkin Brewery Company can introduce its operations, products, and services. However, to be successful in the international markets the company has to ensure it offers highly valued and quality products. The company should also maintain consistency to prevent customers from turning to competitors products in the market. The potential markets that have been identified for this company are Brazil, Germany, Russia, Mexico, Japan, Poland, Vietnam, South Africa, India, Ukraine, Canada, and Columbia. However, the company should establish its operations in Brazil, India, and South Africa due to market attractiveness in terms of growth opportunities, competitiveness, profit levels, and differentiation capacity. The company should also use partnership as the market entry option in these markets.
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[bookmark: _Toc2235982]1.0 Introduction
Global marketing is the process in which companies adjust their marketing strategies to adapt to market conditions and environment of other countries (Schlegelmilch, 2016).Essentially, this process is more than advertising and selling company products and services. An effective global marketing strategy should be integrated with the functional aspects of the organisation and its goals. It should also have a smart objective. International market strategies help in improving the effectiveness of products and services in the global market. It also creates a stronger competitive edge for the company. Accordingly, it heightens customer awareness on company operations, goods, and services. It also helps in cost reduction by increasing company savings. The purpose of this report is to identify countries and establish market entry methods that can help Tomos Watkin Brewery company to exploit growth and sustainability opportunities in these countries.
[bookmark: _Toc2235983]2.0 Identification of Key Markets
[bookmark: _Toc2235984]2.1 Potential markets
Brewery companies are very competitive in the business environment. There are many global markets that Tomos Watkin Brewery Company can introduce its operations, products, and services. However, to be successful in the international markets the company has to ensure it offers highly valued and quality products. According to Madsen and Wu (2016), offering quality and innovative products in the market increases customer attraction, satisfaction, retention, and loyalty. This is a crucial determinant of growth, competitive edge, and sustainability in foreign markets.  The company should also maintain consistency to prevent customers from turning to competitors products in the market. Chiefly, the threat of substitutes and industry rivalry is very high in international brewery markets (Wells, 2016). This has increased competition in this industry. The company is also supposed to plan on the future to avoid running out of its products in the international markets. The growth of the company should also be managed effectively. In addition, company products should be as unique as possible. Product differentiation promotes an increase in market share, dominance, and competitive advantage for the company in the international markets (Madsen & Wu, 2016).
[bookmark: _Toc2235985]2.2 Industry analysis in the potential markets
The brewing industry has extensively grown in the world. Multiple brewing companies have been introduced in global markets. However, long-term growth and sustainability in this industry was propelled by Phillip Morris who purchased the Miller brewing company in 1970 (Carvalho et al., 2018). There are multiple opportunities in the global brewers' markets. The first market that has been establishedis Brazil. Globally, over 118 million barrels of beer are consumed in Brazil (Americas Beer Distributors, 2019). This represents 7% of the global consumption of brewery company’s products. In this case, this country can enhance Tomos Watkin Brewery company growth and sustainability. In addition, Germany and Russia have also been identified as potential markets for the company products. These countries have a total consumption of more than 77 million barrels of beer. This represents over 5% of the global brewery products consumption. Mexico is another country that provides growth opportunities for this company. In this economy, over 60 million barrels of beer are consumed,and this represents 4% of the global markets beer consumption rate (Americas Beer Distributors, 2019). Japan has also been established as a potential market for the company products. This country accounts for more than3% of the global beer consumption rate at 51 million barrels of beer consumption. Poland, Vietnam, and South Africa also provide potential growth markets for the company products. These countries have a consumption capacity of more than 28 million barrels of beer each. This represents 2% of the entire consumption rate for each country.
On the other hand, India, Ukraine, Canada, and Colombia can also provide market growth opportunities for Tomos Watkin Brewery. Essentially, these markets have a consumption rate of 1% each on the global rate of beer consumption. This represents over 20 million barrels of beer consumption per each country (Americas Beer Distributors, 2019). The GE matrix has been used in the evaluation of the overall business strength and market attractiveness of each market. Tomos Watkin Brewery Company products have been mapped against the identified markets business strength space. This analysis focused on growth, availability of infrastructure, short-term and long-term profit levels, ability to differentiate, cyclicality, and competitive rivalry of each market. This is illustrated in table 1 below:
	Business Unit Strength

	Market Attractiveness
	
	High
	Medium
	Low

	
	High
	Brazil, India, and South Africa (Invest)
	Mexico (Invest)
	Columbia (Hold)

	
	Medium
	Germany and Russia (Invest)
	Ukraine (Hold)
	Japan (Divest)

	
	Low
	Canada (Hold)
	Poland (Divest)
	Vietnam (Divest)


Table 1: GE Matrix Market Evaluation of the identified markets
As illustrated in figure 1 above, Brazil, India, and South Africa offer the most attractive markets and business strength for this company products. In this case, the company should invest in these markets.
[bookmark: _Toc2235986]2.3 Competitor’s analysis
The Porters Five Forces of Competition Model has been used in this analysis. This model is illustrated in figure 1 below: 

Figure 1: Porters Five Forces of Competition Model
Analysis of market competition ratein these markets using Porters Five Forces of Competition Model is shown in table 2 below:
	Five Force
	High
	Medium
	Low

	Bargaining power of customers
	Germany, Russia, Canada, Columbia, and Japan
	Brazil, Poland, and Mexico
	South Africa, Ukraine, and Vietnam

	Bargaining power of suppliers
	Germany, Russia, Canada, Columbia, and Japan
	Brazil, India, South Africa, and Ukraine
	Poland and Vietnam

	Threat of Substitutes
	Mexico, Germany, Russia, Canada, Columbia, and Japan
	Ukraine
	Brazil, South Africa, Vietnam, and India

	Threat of new entrants
	Brazil, India, and South Africa
	Canada, Vietnam, and Ukraine
	Mexico, Germany, Russia, Columbia, and Japan

	Industry Rivalry
	Mexico, Germany, Russia, Canada, Columbia, and Japan
	Ukraine and Vietnam
	Brazil, South Africa, and India


Table 2: Competitiveness Analysis
As illustrated in table 2 above, this analysis shows Brazil, India, and South Africa offers the most favourable growth opportunities in the market in relation to competitiveness. The major brands and competitors in these countries include; Anheuser-Busch InBev, Heineken, China Resources Snow Breweries, Carlsberg, Molson Coors Brewing, Groupe Castel, Tsingtao Brewery Group, Asahi, Yanjing, and Kirin (Garavaglia & winnen, 2018). These competitors have not established strong brand recognition and identity in Brazil, India, and South Africa. This creates growth and sustainability opportunities for new entrants in these markets. In terms of raw materials, distribution, and sales capacity, Brazil, India, and South Africa also offer the best growth opportunities. In this case, it is highly recommended that Tomos Watkin Brewery Company should create contacts with Brazil, India, and South Africa. Overall, these countries should be the top priority of this company.
[bookmark: _Toc2235987]2.4 Socio- cultural factors analysis

The development and implementation of international marketing strategies should consider social-cultural factors, such as education, language, laws, policies, and politics, social organizations, culture, values, beliefs, and attitudes in a given country (Schlegelmilch, 2016). For instance, education level is likely to affect the interests of consumers while language is likely to affect the labelling and advertising of the company products in the market. In addition although alcohol drinking is a personal behaviour, there is no denying that the behaviour is at some level influenced by some social context. For example, Brazil according to Hofstede model scores low in individualism which means it has a collectivism culture (Hofstede Insights, 2019). As result, there is tendency to hold large social gathering in which alcohol is the main drink in such occasion which occasionally result in binge drinking (Laranjeira et al., 2010).  This is a favourable culture for the company due to the increase in demand for alcohol. On the other hand, due to the increasing burden alcohol consumption has placed on South Africa, most social organizations as well as the government have placed various measure to curb alcohol consumption. For example, the country has regulated alcohol advertisement, retail sale of alcohol and tax imposition (Ataguba, 2012). 
[bookmark: _Toc2235988]3.0 Entry Options to the New Markets
Breaking into international markets can be a difficult task. There are different entry barriers, such as pricing strategies, economies of scale, high capital requirements, product differentiation, high switching costs, customer loyalty, brand identity, distribution channels, and cost advantages (Lin and Ho, 2019). However, there are different entry options that the company can use to achieve success in foreign markets. These strategies vary in different international markets. According to Schellenberg et al. (2018) this variance is caused by differences in consumer needs, demands, expectations, social-cultural issues, political factors, economic conditions, government rules and regulations, and industrial standards.
The company can adopt direct exporting in Brazil, India, and South Africa. Essentially, direct exporting is the process of selling directly to the market (Watson et al., 2018). This process commences with the establishment of a sales plan and recruitment of distributors and sales agents. Another market entry option is licensing. In this case, the company can transfer the rights of the use of the products to another company in these countries (Shen, Puig, and Paul, 2017). However, this entry option is more useful and productive if the other company has a larger market share in a specific country. The company can also adapt to the franchising market entry model. This option facilitates quick market expansion. However, the company selected for this model has to have a good reputation and positive public image.
The company can also use partnership as a market entry option. Partnering with existing companies in the foreign market is essential for growth and sustainability. It also helps in creating a competitive advantage for the company. Partnerships may take different forms, such as simple marketing arrangements and sophisticated strategic alliances (Lin and Ho, 2019). This option is also crucial where the company country of origin has cultural, social, and business differences with the target country. The local partners help the company to gain knowledge, skills, and expertise in conducting business operations in the new country. The company can also use the joint ventures market entry option. This is a form of partnership where two companies form a third company together (Shen et al., 2017). Mostly, in joint ventures, all risks, profits, and losses are shared equally between the two companies.
The company can also enter the market by buying another company in a foreign country (Watson et al., 2018). Essentially, the company that is bought should have strong market dominance, share, and competitive advantage. In addition, the company should be a direct competitor to the company. The company can also use piggybacking market entry option. In this case, the company sells its unique and quality products to the most significant domestic companies in the foreign markets (Schellenberg et al., 2018). This helps in cost reduction and risk management.
Greenfield investments can also be used as market entry options for the company. In this case, the company buys the land, builds its operating facility, and runs its activities in the foreign market (Watson et al., 2018). However, this option is very costly, and the company faces high business and market risks. The company is also subjected to a wide range of government risks, industrial standards, high transportation and operational costs, and difficulties in accessing technology and skilled labour. In some cases, some companies may use the countertrading market entry option.
[bookmark: _Toc2235989]4.0 Recommended Course of Action
Analysis of the potential countries for the establishment of the company operations shows that the company should first enter Brazil, before penetrating in India and South Africa. Mainly, brewery companies target middle-aged employed consumers who have a high disposable income (Carvalho et al., 2018). Brazil has a high number of this target market as compared to South Africa and India. In addition, Brazil has favourable market conditions and economic stability, industrial standards and government regulations as compared to these other markets (Madsen and Wu, 2016). Although competition is very high in Brazil, it has multiple growth opportunities. 
Consequently, itis recommended that the company should use the partnership entry option in this market. Partnering with existing companies in the foreign market is essential for growth and sustainability. It also helps in creating a competitive advantage for the company. Partnerships may take different forms, such as simple marketing arrangements and sophisticated strategic alliances. In this case, it is recommended that the partnership should take the form of the strategic alliance because it covers all aspects of operations (Lin and Ho, 2019). 
Notably, this option is also crucial because the company country of origin has cultural, social, and business differences with the target country. For instance, Brazil and UK, which is Tomos Watkin Brewery, differ significantly in terms of cultural aspects. Based on Hofstede model, Brazil has a low rate of uncertainty tolerance because it scores high on the uncertainty avoidance. This is in contrary to UK which has a high rate of uncertainty tolerance as it scores low on the uncertainty avoidance (Hofstede Insights, 2019). Such cultural differences influence business operations between partners. Thus, it is paramount to understand such cultural differences to enhance effective cross cultural communication as well as to promote successful business partnerships.




[bookmark: _Toc2235990]5.0 Conclusion
In summary, global marketing is the process in which companies adjust their marketing strategies to adapt to market conditions and environment of other countries. An effective global marketing strategy should be integrated with the functional aspects of the organisation and its goals. In the current case, Brazil has been established as the most attractive market for Tomos Watkin Brewery Company in offering the company growth and sustainability opportunity in the foreign market. The company can uses partnerships as the most effective entry and establishment strategy.
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